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INTISARI 
 
Penelitian ini bertujuan untuk menganalisis bagaimana faktor-faktor e-CRM seperti 
perceived service quality, perceived product quality, perceived price fairness, perceived 
value, satisfaction, trust dan commitment yang mempengaruhi belanja pakaian secara online. 
e-CRM dalam penelitian ini untuk menjelaskan faktor-faktor yang mempertahankan 
hubungan jangka panjang antara perusahaan dengan konsumennya. 
 
Hasil dari penelitian ini menunjukkan bahwa sebagian besar konsumen merasa puas 
dengan layanan yang diberikan oleh perusahaan dan hal ini dapat mempengaruhi komitmen 
konsumen untuk melakukan pembelian kembali di perusahaan yang sama. 
 
Kata kunci: e-CRM, Internet Shopping, Service Quality, Product Quality, Price 
Fairness, Perceived Value, Satisfaction, Trust, Commitment. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
ABSTRACT 
 
 The objective of this research is to analyze how the factors of e-CRM such as 
perceived service quality, perceived product quality, perceived price fairness, perceived 
value, satisfaction, trust and commitment influence the online shopping. E-CRM in this 
research explain about factors that maintain the long term relationship between company and 
its customers.  
 
The results from this research shows that much of the customer satisfied with the 
service from the company and this influence the commitment to purchase in the same 
company. 
 
Keywords: e-CRM, Internet Shopping, Service Quality, Product Quality, Price Fairness, 
Perceived Value, Satisfaction, Trust, Commitment. 
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